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摘  要 
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  As is known to all, in the modern market competitive environment enterprises cannot be 
limited to just focus on their own. With the arrival of the buyer's market, there is a greater 
autonomy for customers in the process of selecting the goods. They have not only focus on 
prices of the goods but more attention in the service from the enterprise. In order to strive 
for more market share, enterprises should establish a set of customer relationship 
management mechanism, improve customers’ satisfaction and loyalty through the service 
and keep good relationship In addition to its own products quality and price. On the other 
hand, with the changing of market environment great changes have taken place within the 
operational environment. With handling customer relationship, enterprises also have to 
deal with internal employees, competitors, distributors, suppliers and related interests 
relationship at the same time. Only by building a collection of reciprocity, mutual benefit, 
long-term cooperation, enterprise can gain a competitive advantage. 
  The relationship marketing theory was born under this background for the traditional 
marketing theory has already cannot adapt to modern enterprise competition. In the 
development of recent years, more and more enterprises began to pay attention to the 
relationship marketing and also achieved good effect. In this paper, exploring the role of 
the relationship marketing for a gas enterprise in the fierce market competition based on 
the analysis of the relationship marketing strategy of BP Fujian Limited. Finally, summing 
up the experience, in order to explore what the other enterprise can draw lessons from. 
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第一章  绪论 
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第二节  研究的目的、方法和意义 
由于关系营销对于现代企业在市场竞争中起到的作用越来越明显，而笔者本人在




































第一章  绪论 
3 
























第二章  关系营销理论 
在本章节中，将具体介绍关系营销的理论知识，包括产生的背景、理论成果、
关系营销在国内发展的不足，笔者以此章节的知识作为后续案例讨论的理论基础。 






















                                                             










































    其二，市场竞争的激烈化。由于同一服务的供应商的增加，竞争越发激烈，这
需要企业制定全面的营销策略建立长期共赢的关系来应对同质化的商品与加剧的竞
                                                             


























第二节  关系营销的主要理论成果 
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